The usage rate of social networking sites have increased in recent years in parallel with the technological improvements and developments experienced in the world. Social networking sites, usage rate of which is increasing in Turkey year by year, play an important role in removing the borders in the world and they are used extensively in the marketing mix. This helps companies to offer their products or services to a large number of people using social networking sites and to reach their marketing goals through their communication environment. Consumers can easily access many information about company, brand or product by using social networking sites and they can influence their purchasing decisions by sharing their ideas and opinions through these sites. For this reason, consumers' positive or negative comments on social networking sites and the power to influence other consumers with these comments are becoming an important phenomenon in terms of strengthening the power already in the hands of the consumers in marketing understanding. From this point, it has been aimed in the study to determine to what extent the positive or negative comments in the social networking sites are effective in determining the need of the consumer purchasing decision process, which are selection of alternatives, evaluation of alternatives, purchase decision and post-purchase evaluation stages. Demographic variables, based on the collected data from 300 participants, were used to investigate the extent to which the consumer purchasing decision process was influenced by comments of social networking sites at different stages. Within the research findings, the comparisons among the participants revealed that different comments of the social networking sites at different stages of the purchasing decision process of different consumer groups were influenced at a level of different demographic variables.
INTRODUCTION
Consumer behaviour, in which many sciences are interested, is also very important in terms of marketing and it is the most dynamic aspect of marketing science (Akgün, 2010) . Nowadays, as a result of globalization, technological developments and becoming more challenging this context, the study aims to reveal how the interpretations in the social networking sites are effective on the different stages of the purchasing decision process of the consumer by demographic variables.
LITERATURE REVIEW 2.1. Consumer Purchasing Behaviours
Consumers are people who buy and use economic goods and services for a certain price (Acar and Demir, 1997) . In this context, an effective marketing approach begins with a careful evaluation of the problems that consumers face. According to the concept of marketing, all of marketing efforts must focus on consumer needs and be able to produce solutions to consumer's problems. Examining consumer behaviours is the basis for understanding consumers' needs or problems and providing solutions to them. Examining consumer behaviour is carried out by closely following the developments in contemporary marketing philosophies, consumption culture, consumer movements and retail distribution (Zikmund and D'Amico, 1995) .
In this context, consumer behaviour begins at the moment the consumer feels a need. In this context, consumer behavior begins when the consumer feels a need, and they constitute the subject of marketing with stage of using the goods or services they purchase to meet their needs and evaluation the benefits stage after using the product (Altunışık, at al., 2006) . Consumer behavior is also described as activities directly related to the acquisition and use of goods and services by individuals and decision processes that cause or determine these activities (Tek, 1999) . Consumer behaviors are generally defined as a set of activities for the selection, purchase and use of products in order to satisfy needs and desires (Zikmund and D'Amico, 1995) . As can be understood from these definitions, consumer behaviors is not concerned with consumption, but with consumer purchasing decisions and actions (Wilkie, 1990) .
It is necessary that the defined consumer behaviors should be designed to determine consumer needs in order to gain meaning and success in business activities, to separate consumers from these needy feelings and to design new products to meet these needs. In addition, there is a need to resolve the behavior of consumers who have once communicated with an enterprise or brand to prevent them from leaving the enterprise or brand for any reason. At the point of analyzing and analyzing consumer behaviors, it is necessary to know that purchasing decisions of purchasers and purchasing behaviors are different processes (Altunışık, et al., 2006) .
Consumer Purchasing Decision Process
Consumers behave differently when they make purchasing decisions for various products and services to meet their needs and desires (Öztürk, 2011) . These decisions, which range from a consumer need to a post-purchase evaluation stages, constitute the buying and purchasing decision process (Altunışık, et al., 2006) .
The consumer purchasing decision process that begins with the emergence of a need to meet may not be the same for every individual product. For example, if a consumer likes any 2017 , Vol. 7, No. 6 ISSN: 2222 143 www.hrmars.com branded product they have purchased before, and the consumer wants to buy it for the second time, the process will become a direct purchase decision (Yükselen, 2010) . However, in this process, which starts before the purchase action and continues after the purchase action, the consumer may terminate this process at any stage prior to the actual purchase (Parlak, 2010) .
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Consumer purchasing decision process based on a rational computing process is not a process in which consumers' emotions, feelings, attitudes, and situational factors are not involved in, and everything is based on a highly mechanistic economy. Consumer decision processes that are not all rational and why consumers can not explain why they make certain decisions and preferences should be considered together with social, psychological, cultural, economic and personal factors affecting consumer behavior (Altunışık and Çallı, 2004; , 2006) .
In this context, the consumer purchasing decision process, in terms of logical processes and helping to understand the social and psychological factors affecting consumer behavior, is ordered as follows (Tuncer, et al., 1992) :
Needs Analysis Phase
Need is the consumer purchasing decision process, the first phase of the problem (Öztürk, 2011) . This phase is defined as the process by which a person comprehends the difference between what he or she expects of the product or service and what he or she is in. And it is defined as the process in which he accepts this difference as a problem (Tekin, 2009) .
Realizing or identifying the problem is a consequence of the stimuli. The individual becomes aware of unsatisfied motives and tries to get rid of the evoked need. This is why guiding is an important element of the determination of a need phase.
Another important element of this phase is the experience and the information that the individual can obtain. If the product or brand offered meets the needs of consumer, and if the consumer has enough experience and knowledge about the product or brand, then there is no problem. In an otherwise case, however, enterprises need to develop effective marketing strategies to attract consumers to their products or brands (Öztürk, 2011) .
The changes in economic, technological, sociocultural factors and cultural, sociological, psychological and personal characteristics are considered as factors that motivate consumers at this stage, which means that consumers need to be aware of their needs and act for its decision to buy. These factors are factors that cannot be controlled by marketing channels. At this point, however, marketers should try to control consumer purchasing behavior and consumer behavior, aiming to influence the consumer's environment or the environment in which it operates, by keeping the marketing components before the strategies used in traditional marketing (Eren, 2009 ). 2017 , Vol. 7, No. 6 ISSN: 2222 144 www.hrmars.com
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Identification of Alternatives Phase
The identification of alternatives phase is the phase in which the consumer tries to obtain the options and the information about them that will solve the problems of the consumer after the need is determined. At this stage, information becomes an important factor as more information can make better choices (Kiel and Layton, 1981) .
Consumers obtain information from internal and external sources. Internal sources are information that remains in their memory thanks to the consumer's previous experience and knowledge stocks. External sources are defined as information that comes in when the results obtained are not adequate (Odabaşı, 1986) . Consumers can get a lot of information about a product through a variety of sources such as advertisements, business web pages, product trials, past experiences and mass media, as well as directly or indirectly through positive or negative comments on the internet and on social networking sites and they can identify alternatives related to branding (Eren, 2009 ).
Evaluation of Alternatives Phase
This phase is the stage at which the consumer chooses which of the options he or she defined. In fact, the evaluation phase of alternatives is a process starting from the determination of various products that will meet the consumer's needs (Öztürk, 2011) . Care is taken to ensure that the total risk is low when an assessment is made at this stage. The most important point here is to determine the selection criteria for evaluating the options. Consumers use one or more decision making principles such as characteristics of products, services and brands, relative importance given to different properties of product, brand image, separate utility functions on product basis and attitudes developed by different evaluation methods about various brands when determining these criteria (Tek and Özgül , 2005) .
Assessment criteria are different qualities that consumers are not looking for in response to a specific problem (Odabaşı and Barış, 2007) . The evaluation of options may depend on objective (price, quality, warranty) and subjective (socio-psychological status) criteria (Korkmaz, et al., 2009 ). There are objective criteria such as cost and performance, as well as subjective criteria such as prestige, brand, image and fashion. Consumers determine which of the criteria used is important. Often one or more criteria are considered more important than others and become dominant. On the other hand, the number of evaluation criteria used by the consumer varies depending on the product, consumption and situation (Odabaşı and Barış, 2007) .
Purchase Decision Phase
The stage in which the purchase decision is made is the stage at which the consumer decides to purchase one of the product or service brands based on the results of the previous stage and many more (Tekin, 2009) . At this stage where the decision to buy or not to buy the product or brand is made by evaluating the options, the consumer who makes the purchase decision has the possibility of returning to the top of the decision-making period. Nevertheless, consumer preferences and purchase wishes may not always turn into purchases. There are many factors 2017 , Vol. 7, No. 6 ISSN: 2222 that change the purchasing decision, postponement and even bring it back to the point of giving up. The most important of these is the perceived risk factor (Oluç, 1991) .
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If the price paid for the purchased product is considered to increase as the price increases (Oluç, 1991) , the consumers have to act like an enterprise at this point. If the consumer acts like an enterprise, it can reduce the risks of buying. For this, consumers also need to develop tactics as a member of distribution channels (Tek and Özgül, 2005) . In addition, uncertainty about the characteristics of the products being sold affects the risk factor in such places as the lack of confidence and the multiplicity of confidence in whether the consumer's decisions are wise or not (Oluç, 1991) .
Different from how enterprises do, there are different strategies that consumers can follow to reduce the risk factor. These strategies include collecting more information, asking friends and acquaintances, delaying purchasing for a while, turning to brand dependency, and signing warranty and service contracts (Korkmaz, et al., 2009 ).
Post-Purchase Evaluation Phase
Bu aşama; This stage is the stage at which the consumer determines the benefits to what extend he or she has achieved while using the product and brand (Tekin, 2009) . As a result of the purchasing behavior, the satisfied consumer will transfer this feeling around and recommend or refer the product or brand to friends and acquaintances. Moreover, the satisfied consumer will go on to buy the same product and brand as well as other products of the same manufacturer (Korkmaz, et al., 2009) . If the consumer is not satisfied with the product or brand as a result of his buying behavior, he will either go back to return the product or he will not prefer the product or brand again. In addition to all these, there will be bad advice for the product or brand that is not satisfied with the surrounding (Bennett, et al., 1988) .
If the consumer is partially satisfied with the result of the purchasing behavior, it will be the case that the consumer continues to have some skepticism after the purchasing action. In such a case, the consumer selected a brand and decided to make a purchase. However, other brands are aware that there are some features that are appropriate for them. Therefore, the consumer will continue to gather information and research to make sure that the choice is wise (Korkmaz, et al., 2009) .
In this context, the positive or negative evaluations made by consumers from the purchase and use of the product or brand are valuable in terms of marketing because consumers' evaluations after purchasing affect emotions and thoughts, decisions to buy or not to re-buy consumed products. Consumers thus behave according to the initial purchase method of products when making an evaluation. Therefore, contemporary marketing understanding supports the idea of continuity in relationships with customers. This is because spending on customers who want to buy and sell a company's product but prefer a brand that is not satisfied with the product after sales or after-sales services leads to a greater waste of time than to incur potential customers (Parlak, 2010) . 2017 , Vol. 7, No. 6 ISSN: 2222 146 www.hrmars.com
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METHOD AND HYPOTHESES
This study was carried out at Gaziantep University in order to reveal the effects of the consumers who use social sharing sites on the purchase decision process, whether positive or negative comments of consumers about any product, service or brand are trying to have an opinion by using these sites. A questionnaire which was developed in line with the objectives of the research was conducted by face to face interviewing a total of 320 people consisting of lecturers and instructors selected by easy sampling method which is not based on a certain probability calculation. 20 of these people have not been included into the analysis because they indicate that they are not on social networking sites. As a result, the size of the sample in the study was 300.
Research Hypotheses
The following literature hypothesis has been established in the direction of findings reached as a result of the literature survey about the study. The research consists of eight basic hypotheses, each of which has five sub-hypotheses.
 H1: The effect of the social networking sites comments on the purchasing decision process varies depending on users' gender. H1a: The effect of the comments on the social networking sites on the needs analysis phase in the consumer purchasing decision process varies depending on the male and female users.
H1b:
The effect of the comments on the social networking sites on the identification of alternatives phase in the consumer purchasing decision process varies depending on the male and female users.
H1c:
The effect of the comments on the social networking sites on the evaluation of alternatives Phase in the consumer purchasing decision process varies depending on the male and female users. H1d: The effect of the comments on the social networking sites on the purchase decision phase in the consumer purchasing decision process varies depending on the male and female users. H1e: The effect of the comments on the social networking sites on the post-purchase evaluation phase in the consumer purchasing decision process varies depending on the male and female users.
 H2: The effect of the social networking sites comments on the purchasing decision process varies depending on users' marital status. H2a: The effect of the comments on the social networking sites on the needs analysis phase in the consumer purchasing decision process varies depending on married and single users.
H2b:
The effect of the comments on the social networking sites on the identificationof alternatives phase in the consumer purchasing decision process varies depending on married and single users. 2017 , Vol. 7, No. 6 ISSN: 2222 147 www.hrmars.com
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H2c:
The effect of the comments on the social networking sites on the evaluation of alternatives phase in the consumer purchasing decision process varies depending on married and single users. H2d: The effect of the comments on the social networking sites on the purchase decision phase in the consumer purchasing decision process varies depending on married and single users. H2e: The effect of the comments on the social networking sites on the post-purchase evaluation phase in the consumer purchasing decision process varies depending on married and single users.
 H3: The effect of the social networking sites comments on the purchasing decision process varies depending on users' education.
H3a: The effect of the comments on the social networking sites on the needs analysis phase in the consumer purchasing decision process varies depending on Masters and PhD student users.
H3b:
The effect of the comments on the social networking sites on the identification of alternatives phase in the consumer purchasing decision process varies depending on Masters and PhD student users. H3c: The effect of the comments on the social networking sites on the evaluation of alternatives phase in the consumer purchasing decision process varies depending on Masters and PhD student users. H3d: The effect of the comments on the social networking sites on the purchase decision phase in the consumer purchasing decision process varies depending on Masters and PhD student users. H3e: The effect of the comments on the social networking sites on the post-purchase evaluation phase in the consumer purchasing decision process varies depending on Masters and PhD student users.
 H4: The effect of the social networking sites comments on the purchasing decision process varies depending on users' age. H4a: The effect of the comments on the social networking sites on the needs analysis phase in the consumer purchasing decision process varies depending on users' age. H4b: The effect of the comments on the social networking sites on the identification of alternatives phase in the consumer purchasing decision process varies depending on users'age. H4c: The effect of the comments on the social networking sites on the evaluation of alternatives phase in the consumer purchasing decision process varies depending on users' age. H4d: The effect of the comments on the social networking sites on the purchase decision phase in the consumer purchasing decision process varies depending on users' age. H4e: The effect of the comments on the social networking sites on the post-purchase evaluation phase in the consumer purchasing decision process varies depending on users' age. 2017 , Vol. 7, No. 6 ISSN: 2222 148 www.hrmars.com  H5: The effect of the social networking sites comments on the purchasing decision process varies depending on users' income.
International Journal of Academic Research in Business and Social Sciences
H5a: The effect of the comments on the social networking sites on the needs analysis phase in the consumer purchasing decision process varies depending on users' income. H5b: The effect of the comments on the social networking sites on the identification of alternatives phase in the consumer purchasing decision process varies depending on users' income. H5c: The effect of the comments on the social networking sites on the evaluation of alternatives phase in the consumer purchasing decision process varies depending on users' income. H5d: The effect of the comments on the social networking sites on the purchase decision phase in the consumer purchasing decision process varies depending on users' income. H5e: The effect of the comments on the social networking sites on the post-purchase evaluation phase in the consumer purchasing decision process varies depending on users' income.
 H6: The effect of the social networking sites comments on the purchasing decision process varies depending on users' frequency of internet use. H6a: The effect of the comments on the social networking sites on the needs analysis phase in the consumer purchasing decision process varies depending on users' frequency of internet use. H6b: The effect of the comments on the social networking sites on the identification of alternatives phase in the consumer purchasing decision process varies depending on users' frequency of internet use. H6c: The effect of the comments on the social networking sites on the evaluation of alternatives phase in the consumer purchasing decision process varies depending on users' frequency of internet use. H6d: The effect of the comments on the social networking sites on the purchase decision phase in the consumer purchasing decision process varies depending on users' frequency of internet use. H6e: The effect of the comments on the social networking sites on the post-purchase evaluation phase in the consumer purchasing decision process varies depending on users' frequency of internet use.
 H7: The effect of the social networking sites comments on the purchasing decision process varies depending on users' frequency of social networking sites use. H7a: The effect of the comments on the social networking sites on the needs analysis phase in the consumer purchasing decision process varies depending on users' frequency of social networking sites use. H7b: The effect of the comments on the social networking sites on the identification of alternatives phase in the consumer purchasing decision process varies depending on users' frequency of social networking sites use. 2017 , Vol. 7, No. 6 ISSN: 2222 149 www.hrmars.com
H7c:
The effect of the comments on the social networking sites on the evaluation of alternatives phase in the consumer purchasing decision process varies depending on users' frequency of social networking sites use. H7d: The effect of the comments on the social networking sites on the purchase decision phase in the consumer purchasing decision process varies depending on users' frequency of social networking sites use. H7e: The effect of the comments on the social networking sites on the post-purchase evaluation phase in the consumer purchasing decision process varies depending on users' frequency of social networking sites use.
 H8: The effect of the social networking sites comments on the purchasing decision process varies depending on users' frequency of benefitting from social networking sites.
H8a: The effect of the comments on the social networking sites on the needs analysis phase in the consumer purchasing decision process varies depending on users' frequency of benefitting from social networking sites.
H8b:
The effect of the comments on the social networking sites on the identification of alternatives phase in the consumer purchasing decision process varies depending on users' frequency of benefitting from social networking sites. H8c: The effect of the comments on the social networking sites on the evaluation of alternatives phase in the consumer purchasing decision process varies depending on users' frequency of benefitting from social networking sites. H8d: The effect of the comments on the social networking sites on the purchase decision phase in the consumer purchasing decision process varies depending on users' frequency of benefitting from social networking sites. H8e: The effect of the comments on the social networking sites on the post-purchase evaluation phase in the consumer purchasing decision process varies depending on users' frequency of benefitting from social networking sites.
Demographic Characteristics of Participants
This study was conducted over 300 people. Demographic characteristics of participants are shown in Table 1 . 2017 , Vol. 7, No. 6 ISSN: 2222 As shown in Table 1 , more than half of the participants are females (66%). A significant proportion of participants are married (64%). When we look at the age ranges of the participants, it is seen that 44% of the participants are between the ages of 24-29 and 22% of this group is between the ages of 30-34. The proportion of participants aged 35 and over is around 30%.
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When the income distribution of participants in the survey is examined, it is seen that 35% of the participants are in the range of 4001-5000 TL and 34% of them are in the income range of 5001-6000 TL. The concentration of income distribution between TL 4001-5000 and TL 5001-6000 is due to the fact that most of the participants consist of research assistants and assistant professors. Only 10% of the participants have a monthly income of TL 7000 and above.
Participants in the survey are highly educated people (masters and doctorate). As mentioned earlier, the participants are all lecturers and instructors. Statistics for participants' frequency of internet use and social networking sites are shown in Table 2 . 2017 , Vol. 7, No. 6 ISSN: 2222 151 www.hrmars.com Almost all of the users (99%) use the internet for at least 1-2 hours per day, and more than 70% of the users spend more than 3 hours, according to the responses of participants to the frequency of internet usage. Similarly, the majority of users (74%) are on social networking sites for at least 1-2 hours a day. The share of social networking sites more than 3 hours a day is 18%. These figures show that users are using internet and social networking sites quite actively. The statistics for the frequency of participants' use of social networking sites in the product purchasing process are shown in Table 3 . When we look at the answers of the participants who did not participate in the literature previously to the questions about 'the frequency of using social networking sites in the purchasing process', almost half of them (49%) used the social sharing sites directly in the product purchasing phase and they finalised the purchasing process according to comments on the site. It also showed that 40% of the participants use social networking sites occasionally during the product purchase phase, and only 11% do not use social networking sites in the process. The using rate statistics for social networking sites used by at least 10% of participants are shown in Table 4 . 2017 , Vol. 7, No. 6 ISSN: 2222 152 www.hrmars.com When we look at the social networking sites used by the participants, it is seen that Facebook ranks first with 82,34% using ratio. Facebook is followed by Youtube with 76,34% using ratio, Instagram with 70,67% using ratio, Twitter with 66,34% using ratio and Google+ with 61,34% using ratio.
Factor and Reliability Analyses Related to Scales
Descriptive factor analysis was conducted on scale questions in order to determine the construct validity of the scales used to determine the needs analysis, the identification of alternatives, the evaluation of alternatives, the purchase decision and post-purchase evaluation phases in the research. Then, Cronbach alpha coefficients were calculated for each of them to show the reliability of all dimensions that emerged as the result of factor analysis. When factor analysis was performed, basic component analysis method was used. The varimax rotation method has been used to make it clear that the questions are loaded into the factors. Before starting factor analysis, the Kaiser-Meyer-Olkin (KMO) value was calculated and the Bartlett Sphericity Test was performed to see if the data were fit to the factor analysis. The value of KMO was found to be 0.890 and the Sphericity Test was statistically significant (p<0,001).
All of the questions asked to measure the variable that belong to needs analysis phase have been loaded into the relevant factor without changing into any other factors, and all the questions have been included in the analysis. Two of the questions that belong to determining the alternatives phase have been extracted from the analysis for one of the evaluation of the alternatives phase, 4 of the purchase decision phase questions and 3 of the post-purchase evaluation phase.
These five factors, which consisted of needs analysis (21,150%), identification of alternatives (16,858%), evaluation of alternatives (12,960%), purchasing decision (11,910%) and post purchase evaluation (11,605), account for 74,483% of the total variance. 2017 , Vol. 7, No. 6 ISSN: 2222 153 www.hrmars.com Table 6 shows the Cronbach alpha values that are calculated to see the reliability of the factor analysis resultant scales. The reliability of the scales varies between 0.84 and 0.89, as seen in the table. This suggests that all scales have sufficient reliability. 2017 , Vol. 7, No. 6 ISSN: 2222 154 www.hrmars.com
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Kolmogorov-Smirnov Test and Normality Distributions of Dependent Variables
The results of the Kolmogorov-Smirnov test conducted to examine the normality distributions of the data in the study show that one of the obtained data does not exhibit a normal distribution. Table 7 shows the Kolmogorov-Smirnov test results, and Table 8 shows normality distributions of the independent variables. The results of the Kolmogorov-Smirnov test and normality distributions for the independent variables are shown as p<0,05 for needs analysis, identifying alternatives, evaluating alternatives, and post-purchase evaluations, and therefore for these independent variables do not exhibit a normal distribution , and for post-purchasing decision phase they are shown as p>0,05, and therefore this independent variable appears to exhibit a normal distribution.
In this context, it is seen that all of the dependent and independent variables are not normal distribution, except for one. As these data have not shown a normal distribution, MannWhithey U and Kruskal Wallis Tests were selected in the study.
Mann-Whitney U Tests
The Mann-Whitney U test was conducted to determine whether there was a significant difference between the independent variables, which are thought to be influential on the consumer purchasing decision process in comments on social networking sites, and the dependent variables, which are gender. Marital status and education. The results of MannWhitney U test according to dependent variables are given in Table 9 . 2017 , Vol. 7, No. 6 ISSN: 2222 156 www.hrmars.com ,686 According to Mann-Whitney U test results accepted gender, marital status and education as dependent variables, it is seen that of all independent variables forming consumer purchasing decision process for these three dependent variables are at a level of p>0,05. H1, H2 and H3 hypotheses and all sub hypotheses related to these hypotheses are rejected. In the light of the results, it is seen statistically that the effect of social networking sites on purchasing decision process, the identification of alternatives, the evaluation of alternatives, the purchase decision, and the post-purchase evaluation phases of the social networking sites depending on whether the users are male or female, married or single did not show any significant difference.
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Kruskal Wallis Tests
The Kruskal Wallis test was conducted to determine whether there was a significant difference between the independent variables, which are thought to be influential on the consumer purchasing decision process in comments on social networking sites, and the dependent variables, which are age, income, frequency of internet use, frequency of social networking sites use, frequency of benefitting from social networking sites in the purchasing decision phase. The results of Kruskal Wallis test according to dependent variables are given in Table 10 . 2017 , Vol. 7, No. 6 ISSN: 2222 157 www.hrmars.com ,000* ,000* ,000* ,000* ,000* According to Kruskal Wallis Test results accepted age, income, frequency of internet use, frequency of social networking sites use, frequency of benefitting from social networking sites in the purchasing phase as dependent variables, it is seen that all independent variables that constitute the consumer purchasing decision phase for the income dependent variable are at p>0,05 level. For this reason, the H5 hypothesis and all sub-hypotheses related to this hypothesis have been rejected. According to the results, it is observed that the effect of the social networking sites on the purchasing decision phase, the identification of alternatives, the evaluation of alternatives, the purchase decision, and the post -purchase evaluation phases were statistically significant depending on the users with different income situations.
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According to Kruskal Wallis Test results accepted age, income, frequency of internet use, frequency of social networking sites use, frequency of benefitting from social networking sites in the purchasing phase as dependent variables, it is seen that for all four dependent variables, all the independent variables forming the consumer buying decision process, are at p<0,05 level. For this reason, hypotheses H4, H6, H7 and H8 and all sub-hypotheses related to these hypotheses are accepted. According to the results, depending on the difference in age groups, 2017 , Vol. 7, No. 6 ISSN: 2222 158 www.hrmars.com internet, social networking sites and the frequency of using social networking sites in purchasing phase, it is seen that the effect of social networking sites on the needs analysis, identification of alternatives, evaluation of alternatives, purchasing decision phases has a statistically significant difference.
RESULTS
Nowadays, with the rapid spread of internet usage, important social networking sites have increasingly started to affect our daily life considerably. Social networking sites, which allow users to interact with each other, also allow people to produce content in almost any context. These developments, as well as social life, are also being significantly affected by the business world and companies are making efforts to keep up with this change. It is seen that consumers have a stronger position against the firm thanks to social networking sites where consumers can make positive or negative comments about their preferred brands, products they use and services they receive, and share their knowledge, thoughts and experiences. In addition, the increasing viral power of social networking sites causes changes in the marketing strategies of the companies and causes the users to act completely customer-oriented due to the power of encouraging other users to purchase various products. In this context, it is very important for both companies and consumers to understand the effects of social sharing sites and to examine them from different angles.
When the results of the study are evaluated in general, according to the results of the factor analyzes done in the direction of the data taken from the participants, five factors have been identified; the needs analysis, identification of alternatives, the evaluation of alternatives, the purchase decision and the post-purchase evaluation phases. Gender, marital status and education dependent demographic variables were analyzed by Mann-Whitney U test. Frequency of using age, income, internet use, frequency of social networking sites use and frequency of social networking sites use in purchasing process were analyzed by Kruskal Wallis test for frequency dependent demographic variables. The use of these tests in the study was due to the fact that the data do not exhibit a normal distribution. The Kolmogorov-Smirnov test was applied to examine the normality distributions of the data, and this result is the result of the fact that except for one of the data (the data belong to purchase decision phase) obtained in the survey study does not show normal distribution.
The Mann-Whitney U test was conducted to determine whether there was a significant difference between the independent variables considered the comments on social networking sites to be influential on the consumer purchasing decision process and the gender, marital status and educational dependent variables. As a result of the test, these three dependent variables were found to be at p>0,05 level in the Mann-Whitney U test. For this reason, H1, H2, H3 hypotheses and all other sub hypotheses related to these main hypotheses are not supported. When this situation is examined in terms of dependent variables, it is shown that the comments in the social networking sites of being male or female for the gender dependent variable does not have a positive tendency to the consumer purchasing decision process.
Moreover, the fact that the distribution of men and women in the study sample is not normative suggests that this dependent variable makes a significant difference in the International Journal of Academic Research in Business and Social Sciences 2017 , Vol. 7, No. 6 ISSN: 2222 159 www.hrmars.com purchasing decision process. When the marital status dependent variables were examined, the findings of the analysis showed that comments on social networking sites by married or single users were not statistically significant in the purchase decision process. This does not constitute a positive trend for the effect of purchasing decision-making on social networking sites, whether married or single. When the results are examined in terms of educational dependent variable, it is shown that there is no statistically significant difference in the purchasing decision process of the comments on the social networking sites according to the users who got MA or PhD. The fact that the survey participants are at almost the same level of education can be shown as a reason for the comments on the social networking sites not to create a positive trend for the purchase decision process effect.
The Kruskal Wallis test was conducted to determine whether there was a significant difference between the independent variables, which are thought to be influential on the consumer purchasing decision process in comments on social networking sites, and the dependent variables, which are age, income, frequency of internet use, frequency of social networking sites use, frequency of benefitting from social networking sites in the purchasing decision phase. The results of the test showed that the factor values of Kruskal Wallis test were at the level of p<0,05 except for the income dependent variable. For this reason, H4, H6, H7 and H8 hypotheses and all other sub hypotheses related to these main hypotheses are not supported. The income dependent variable is not supported by the H5 hypothesis and all other sub hypotheses related to this main hypothesis since the factor values in the Kruskal Wallis test are at p>0,05. When examined in terms of dependent variables, this indicates that for agedependent variables, statistically significant differences were found for all of the needs analysis, identifying alternatives, evaluating alternatives, purchase decision, and post-purchase evaluation phases. In this context, the fact that the majority of participants (66%) are in the age range of 24-34 years suggests that the comments on social networking sites are a positive trend for the impact of the purchase decision process. When the frequency internet and social networking sites dependent variables are examined, the results are analyzed findings from the analysis showed that the use of internet and social networking sites has a statistically significant difference in the ratings of social networking sites in terms of needs analysis, identifying alternatives, evaluating alternatives, purchasing decisions, and post-purchase evaluation phases in the purchasing decision process. This can be interpreted as an indication that users are interested in a product or service spoken on the internet and social networking sites, the identification and evaluation of alternatives for that product or service. And at the end of the process, it can be interpreted that the user purchases the product or service, and as a result of the buying behavior, the positive or negative opinions about that product or service are shared through the internet and social networking sites. When the results of dependent variable the frequency of benefitting from social networking sites in the product purchase period, which was not included in the literature before, are analyzed for users with different frequency of use of social networking sites in the product purchasing phase, social sharing sites show a statistically significant difference in the purchasing decision phase for all needs analysis, identifying alternatives, evaluating alternatives, purchase decision, and post-purchase evaluation phases. This indicates that users consult social services directly when they want to 2017 , Vol. 7, No. 6 ISSN: 2222 160 www.hrmars.com buy a product or service and that they are influenced by the positive or negative comments that exist in these environments and shape the purchase decision process accordingly. In other words, it is determined that the consumer makes a comparison and market research about the products, services, brand or firm, where, how and under what conditions, through social sharing sites. It is also determined that the purchasing decision is guided by the sharing of information about the purchasing act which is performed through these sites.
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Finally, looking at the results of the income dependent variable, the differences in the income situation of the users indicate that the comments on the social networking sites do not positively affect the consumer purchasing decision process. The fact that this situation does not make a statistically significant difference, as in the educational dependent variable, can be shown as the similarity of the income ranges as the education levels of the sample group.
Research results also provide important information for businesses. First of all, it is important for users to spend a lot of time in social networking sites. The sharing of users' products and services on social networking sites shows that consumers are influential in all stages of the buying process. Therefore, companies should actively participate in social networking sites, respond actively to all questions and comments of the consumer, and try to implement marketing strategies in these environments that will affect the consumer company at every stage of the buying process. Since sharing on social networking sites is highly likely to affect consumers' perceptions of branding, products and services, firms must carefully follow all kinds of positive and negative sharings that users relate to them, and show an active attitude in this regard.
This study has several limitations. Although the study was conducted on a sample of average magnitude, the results based on this sampling, generated by a non-random method, cannot be generalized to other communities. In addition, the most accurate results of the research will be achieved by reaching the whole of the main body. However, since reaching the whole due to the size of the main mass is impossible due to the time constraints, a sample group was formed considering certain distributions and the survey study was applied face to face with this sample group. In addition to this, the main mass of the study is limited to the faculty members and faculty members of Gaziantep University. This leads to very close results for participants in terms of different demographics such as education and income. Another limitation of the research is the necessity of using social sharing sites of teaching members and instructors. Future repetition of this study using samples of individuals with different demographic characteristics will contribute to a clearer understanding of the relationships among variables handled in the study. In addition, new studies on the subject can take into account social networking sites as a whole rather than taking social networking sites as a whole, and the results obtained are comparable. In addition, the scope of the research model can be expanded by adding new relevant variables from the relevant literature.
